
































































































































































































































方总是有利, 局部质保可能更优。Dybvig & Lutz




















中间商( middlemen) , 中间商从卖方购买商品然后
转卖给买方,它既不消费商品也不改变商品性能与












间商更注重声誉。立足于这些思想, Big laiser 构建
了一个理论模型,发现:尽管引入中间商使得交易路





所占权重越高, 则 Big laiser 模型越适用。









































Lang inier & Babcock ( 2005)以农产品的柠檬
市场问题为基点, 讨论卖方采取不同认证策略的福










































Aker lof( 1970) ,  The ma rket fo r ∃ lemons% : Quality uncer
tainty and t he market mechanism! , Qua rter ly Journal of E
conomics 84( 3) : 488- 500.
Albano & L izzeri( 2001) ,  Str ateg ic certification and provi
sion of quality! , International Economic Rev iew 42( 1) : 267
- 283.
Big la iser & Fr iedman( 1994) ,  Middlemen as guar ant ors of
quality!, International Journal of Industria l Organization
12: 509- 531.
Big la iser( 1993) ,  Middlemen as exper ts! , RAND Journal of
Economics 24( 2) : 212- 223.
Brown, Falk & Fehr ( 2004) ,  Relational cont racts and t he
nature o f market inter actions!, Economet rica 72( 3) : 747-
780.
Dewally & Eder ingter ( 2006) ,  Reputation, cer tification,
w ar ranties, and informat ion as a r emedies f or seller- buyer
info rmation asymmetric! , Journal o f Business 79 ( 2) : 693
- 728.
Dybvig & Lutz( 1993) ,  War ranties, dur abilit y, and main
tenance! , Rev iew o f Economic Studies 60( 3) : 575- 597.
Garella ( 1989) ,  Adver se selection and the middleman! ,
Economica 56( 223) : 395- 399.
Ginger& Andrew ( 2006) ,  Pr ice, qua lit y and reputation! ,
RAND Journal of Economics 37( 4) : 983- 1004.
Gro ssman ( 1981) ,  The informational r ole of w arr anties and
pr ivate disclo sur e about pr oduct quality!, Journal of Law
and Economics 24( 3) : 461- 483.
Hendel & L izzer i( 2002) ,  The role o f leasing under adverse
selection! , Journal of Politica l Economy 110 ( 1) : 113 -
143.
H orner ( 2002) ,  Reputation and compet itio n! , American E
conomic Review 92( 3) : 644- 663.
Jin & Leslie ( 2003) ,  T he effect o f info rmation on product
quality! , Quarter ly Journal o f Economics 118( 2) : 409 -
451.
Kambhu( 1981) ,  Product liability rules and moral hazard!,
Discussion Paper No . 81 - 04, Depar tment o f Economics,
New York Univ ersit y.
K ihlstr om & Riordan ( 1984) ,  Advertising as a signal!,
Journal o f Po lit ical Economy 92( 3) : 427- 450.
K irmani & Rao( 2000) ,  No pain, no gain: A critical r ev iew
of the literature on signaling unobser vable product quali
ty! , Journal o f Marketing 64( 2) : 66- 79.
K lein & Leffler( 1981) ,  T he Ro le o f market for ces in assur
ing contractual perfo rmance! , Journal of Political Economy
89( 4) : 615- 641.
K ranton( 2003) ,  Competit ion and the incentive to produce
high quality! , Economica 70( 279) : 385- 404.
Lang inier & Babcock( 2005) ,  P roducer% s cho ice o f cert ifi
cat ion!, Wo rking Paper , Iowa State Univ ersity .
L ist( 2006) ,  The behavior ist meets the market! , Journal o f
Po litical Economy 114( 1) : 1- 37.
L izzer i( 1999) ,  Info rmation r evelat ion and certification in
termediaries! , RAND Journal o f Economics 30( 2) : 214 -
231.
M ilg rom & Rober ts( 1986) ,  P rice and adver tising signals o f
product qualit y!, Journal o f Political Economy 94( 4) : 796
- 821.
Nelson ( 1974) ,  Advert ising as info rmation! , Journal o f
Po litical Economy 82( 4) : 729- 754.
Noll( 2003) ,  Compa ring qualit y signals! , SSRN Working
Paper.
T adelis( 1999) ,  What% s in a name? Reputation as a tr ade
able asset! , American Economic Rev iew 89( 3) : 548- 562.
Tadelis( 2002) ,  T he market fo r reput ations as an incentiv e
mechanism! , Journal of Politica l Economy 110( 4) : 854 -
882.
T imo( 2008) ,  Middlemen and the adverse selection prob
lem!, Bulletin of Econom ic Resear ch 60( 1) : 1- 11.
U taka( 2006) ,  Durable- goods w arr ant ies and social w el
fare!, Journal o f Law , Economics & Organizat ion 22( 2) :
508- 522.
W immer & Chezum ( 2003) ,  An empirical ex amination o f
quality certif ication in a ∃ lemon market% !, Economic In
quir y 41( 2) : 279- 291.
(作者单位: 厦门大学管理学院)
(责任编辑:香伶)
135
∀经济学动态#2010年第 3期
